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ABSTRACT

The purpose of this thesis was to describe and analyze the mar
keting practices of selected North Dakota dry cleaners.

The first dry

cleaning plants in the state of North Dakota are believed to have been
established during the late 1890s.

The data used in the study was

collected from a sample of full-service dry cleaning plants in North
Dakota.

A mail questionnaire was employed in the survey.
The results of the survey showed that the average reporting dry

cleaning plant in North Dakota was somewhat smaller than the typical
dry cleaning plant in the United States.

The median gross receipts of

dry cleaning plants which responded to the survey was $27,000.

The

gross receipts of the dry cleaning plants resulted from a combination of
dry cleaning and supplemental activities such as alterations and repairs,
commercial work, industrial laundry work, and family and bachelor
laundry work.
Thirty responding dry cleaners indicated that their dry cleaning
prices were established by a common agreement among the dry cleaning
firms in the respondent's community.

Prices were based on costs of

production, competition, and the nature of demand for dry cleaning
services.
Fifty-one dry cleaners reported spending money on advertising
in 1966.

Newspapers were the most widely used medium of .advertising by

respondent dry cleaners.

Fifty-two responding dry cleaners reported

offering credit terms to their customers.
viii

Considerable importance was placed upon return patronage factors
by responding dry cleaners.

This is an indication that a dry cleaner

must execute such factors as quality of work, courtesy of personnel,
and fast service in order to build an established clientele.

ix

CHAPTER I

INTRODUCTION

Purpose and Scope
The purpose of this thesis is to describe and analyze the mar
keting practices of selected full-service dry cleaning firms located in
North Dakota.

Marketing is defined by the American Marketing Association

as "The performance of business activities that direct the flow of goods
and services from producer to consumer or user."'''
A full-service dry cleaning establishment is a completely poweroperated and machine-equipped plant.

It has all the facilities for

doing a complete job of dry cleaning, spot removal, pressing, and re
pairing garments.

The full-service dry cleaner has a store located in

front of his plant and may even maintain a few additional stores for
pickup stations throughout his trading area.

A full-service dry clean

ing establishment, according to the Census of Business, would be con
sidered under the classification of cleaning and dyeing plants, except
rug cleaning (SIC 7216).

2

During the year 1963, according to the Census of Business, there
were 103 dry cleaning establishments in North Dakota.

Eighty-eight dry

'''The Committee on Definitions of the American Marketing
Association, Marketing Definitions (Chicago: American Marketing
Association, 1960), p. 15.
2

U.S., Bureau of Census, Census of Business: 1963, Selected
Services, North Dakota (Washington, D.C.: Government Printing Office,
1965), p. 54-5.

2

cleaning firms were classified as cleaning and dyeing plants, except
rug cleaning (SIC 7216).'*'

The scope of this thesis, however, is con

fined to the marketing practices of those dry cleaning firms which
belong to the North Dakota Association of Dry Cleaners and Laundrymen,
a state trade association for dry cleaners and laundrymen.

These plants

represented all of the full-service dry cleaning plants belonging to
this association.

Limitations
The sample of ninety was drawn from a list of establishments
furnished by the North Dakota Association of Dry Cleaners and Laundrymen.
Although full-service dry cleaners who did not belong to this asso
ciation could not be selected, it is hoped that the sample was repre
sentative of the population of North Dakota full-service dry cleaners.

Approach
The structure of this study consisted of four major parts:
(1) review of related literature; (2) analysis of mail questionnaires
received from fifty-four dry cleaners; (3) evaluation of the data;
(4) formulation of findings and conclusions.
The data used in this thesis was taken largely from the mail
questionnaires of a sample of full-service dry cleaning plants in the
state of North Dakota during the year 1966.

The questionnaire was pre

tested in Crookston, Minnesota, in April, 1967.
sidered satisfactory.

This test was con

The mail questionnaire together with an accom

panying letter (see Appendix A) and a stamped, self-addressed envelope,

lb id., p. 36-6.
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was subsequently mailed to the owners of the selected group of ninety
dry cleaning plants.
Two weeks after the first mailing, a follow-up letter (see
Appendix B), a stamped, self-addressed envelope, and an additional
questionnaire were mailed to each dry cleaner who had not responded to
the initial mailing.

In total, fifty-four dry cleaners responded to the

questionnaire.

Chapter Organization
Chapter II discusses the development of the dry cleaning indus
try and the factors believed to be important in the establishment of a
dry cleaning plant in North Dakota.
Chapter III presents the annual sales of dry cleaning plants,
the personal income of proprietors, and services offered by dry cleaners
to supplement the earnings from dry cleaning activities.
Chapter IV discusses the following marketing practices:
(1) price; (2) promotion; (3) credit; and (4) delivery.
Chapter V presents an analysis of factors which the responding
dry cleaners believed to be important in influencing return patronage
and the factors which customers of dry cleaning plants believe to be
important in determining which dry cleaning plant to patronize.
Chapter VI contains a summary and conclusions pertaining to the
dry cleaners in North Dakota.

CHAPTER II

THE DEVELOPMENT OF THE DRY CLEANING INDUSTRY

Beginning of Dry Cleaning
The early history of dry cleaning and the dry cleaning industry
is not explicit.

Legend has it that dry cleaning (the use of a liquid

other than water) was discovered when a lamp containing camphene, a
distillate of turpentine, was upset on a soiled table scarf.
liquid evaporated, the scarf was clean.^

When the

The origin of dry cleaning has

also been traced to France where gentlemen's valets discovered that a
dry volatile solvent would eliminate greasy stains which would not yield
to soap and water.

A 1716 French book, Secrets Concernant les Arts et

Metier, revealed the "secret" for'removing grease and oil spots from
silk:

"One rubs the spots with spirits of turpentine, this spirit

evaporates and takes with it the oil."

2

Persons who possessed this

knowledge were regarded by some as magicians.
In 1845, the first dry cleaning plant was established by Jolly
Belin in Paris, France.

As was the custom in those days, the cleaning

method used by Belin was kept secret.
benzol or benzene as a cleaning agent.

It is believed that he used
Before long, other dry cleaning

plants were established in Germany, England, and Russia.

Among these

‘''National Institute of Drycleaning, The NIP Story (Silver
Springs, Md,: National Institute of Drycleaning, 1966), p. 1.
2Ibid.

4

5

was a Scottish firm which is still one of"the leading dry cleaning
plants in the world.

As a result of these specialists setting up estab

lishments to sell their services to the public, the commercial dry
cleaning industry came into being."*"
During the 19th century, France was considered the leader among
nations in fashion.

This fact, as well as the origin of dry cleaning in

France, led to the description of dry cleaning methods as "French
Cleaning."

This term was still in use during the 1960s.

The French

term "nettoyage a sec," or "cleaning without water," was also used
widely to describe this new service.

2

Dry Cleaning in the United States
Origin of Dry Cleaning in the United States
Dry cleaning in the United States came about as the result of
two important developments:

(1) the publication of a booklet on French

cleaning entitled, The Dyer and Scourer, by Thomas Love, an Englishman,
3
in 1862;

(2) the practices of dyers and tailors, many of them having

learned their trade in France, England, and other European countries.

4

Thomas Love's booklet was a collection of formulae for cleaning
and dyeing garments, household furnishings, and piece goods.

1Ibid.
2

National Institute of Drycleaning, History of Drycleaning
(Silver Springs, Md.: National Institute of Drycleaning, 1964), p. 1.
3Ibid.
4
U.S., Department of Commerce, Establishing and Operating a Dry
Cleaning Business (Washington, D.C.: Government Printing Office, 1949),
p. 1.
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Most of the early American dry cleaning establishments were
located along the eastern coast.

The number of such plants was small

since owners of these early American plants looked upon their methods as
business secrets; consequently, the technical knowledge of dry cleaning
did not spread rapidly at first.

Gradually, as employees were hired and

trained by these firms, a number of skilled American workers was devel
oped.

Many of these workers started plants of their own.

In essence,

these early plants served as vocational schools in which many of the
later operators learned their trade.^

Dry Cleaning from the Early 1900s
to the End of World War I
Dry cleaning as a business in the United States grew very slowly
during the early 1900s.

In 1904, the Census of Business estimated that

there were approximately 100 plants in the United States.

However,

between 1905 and 1919, the dry cleaning industry began to expand at a
much faster rate.

2

During this period, dry cleaners commenced to diver

sify their activities.

They took on such side-line activities as rug

and fur cleaning.

Establishment of a National Trade Association.— In 1907, twentyfive dry cleaners organized the National Association of Dyers and
Cleaners at Silver Springs, Maryland.

This trade association was estab

lished for the exchange of ideas among fellow dry cleaners for the pro
motion of the entire industry.

^Ibid., p . 2.
2

Ibid.
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At first, the principal function of the National Association of
Dyers and Cleaners was to hold an annual convention which gave members
an opportunity to discuss industry problems.
ciation began to develop specific services.

Soon, however, the Asso
The Association maintains a

laboratory and a staff of trained chemists who study cleaning processes,
analyze cleaning fluids, and investigate other problem areas which may
be of vital interest to dry cleaners.

The results of this research are

published in technical bulletins which are made available to all members.
The Association also puts out monthly bulletins w’hich may be of interest
to management.

These bulletins discuss such topics as incentive wages,

3.ayout and plant efficiency, costs, and approved solvents.

Twice each

year, the Association prepares cost bulletins which enable members to
compare their expenses and profits with other cleaners.

The Association

also publishes textbooks on solvents, cleaning methods, etc.

Another

important service of the Association is its educational services.
Association offers the following educational services:
week general course in dry cleaning plant practices;

The

(1) a twelve-

(2) a four-week

course in plant management; (3) four correspondence courses which in
clude "Fibers and Fabrics," "Spotting Techniques," "Petroleum Drycleaning," and "Synthetic Drycleaning"; (4) a five-day course for allied
tradesmen serving the industry; (5) special one- and two-week courses in
silk finishing, wool finishing, and leather processing; and (6) weekend
field educational conferences in various regions of the United States to
discuss technical and management problems.'*'

"'’National Institute of Drycleaning, The NIP Story, pp. 2-4.
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Dry Cleaning after World War I
Indirectly, World War I contributed greatly to the expansion in
the market for dry cleaning services.

In 1917, the gasoline conser

vation administrator advised the National Association of Drycleaners
that dry cleaning had been^ rated a nonessential industry, that is, in
terms of the use of gasoline.

The members of the National Association

of Drycleaners were told to make arrangements for closing their plants
since gasoline for their operation would not be available.

A committee

was appointed by the Association to convince the Federal Government
that the dry cleaning industry was essential to the public health.
committee was successful in its efforts.

This

It obtained not only a

reversal of the previous decisions, but also obtained contracts for dry
cleaning the uniforms of soldiers and sailors in the American armed
forces.

Members of the dry cleaning industry, cooperating with the War

Department, distributed these contracts among the leading plants of the
country.
For many years the dry cleaning process was based on the use of
highly flammable solvents such as gasoline and naphtha.

The initial

cost was low, but the fire hazards of these solvents were high; conse
quently, a search was made for other types of fluids for dry cleaning.
In 1925, the Stoddard solvent, a petroleum distillate, was developed.
The adoption of the Stoddard solvent marked the emergence of the dry
cleaning industry as a major market for petroleum products.

About this

same time, another petroleum solvent called 140° F. was introduced into
the market.
From World War I to the beginning of the depression of the
1930s, the dry cleaning industry increased its dollar volume of cleaning

9

and dyeing, lowered the prices charged for these services, and adopted
improved techniques in cleaning.
The depression of the 1930s resulted in a decline in the number
of dry cleaning establishments.

This was primarily a result of low-

priced dry cleaning during this period.

A number of chain dry cleaning

organizations were introduced during this period.

These organizations

pushed dry cleaning prices down and ihtroduced extensive diversification
of services into the industry.
repair service to the customer.

For instance, many chains offered a shoe
The next service added to the array of

services was the laundering of shirts.

At first, shirts and other

laundry items were accepted by cleaners as an accommodation to their
customers.
cleaning.

Dry cleaners would then send these items to a laundry for
However, in time, dry cleaners recognized the profit possi

bilities of offering a laundry service as a supplement to dry cleaning.
Thus, dry cleaning establishments entered the laundry field; and laundry
firms, in turn, engaged in dry cleaning services.
In the late 1940s, the coin-operated dry cleaning industry came
into being.

However, little progress was made until 1961 when the Norge

Division of Borg-Wamer Corporation started its Norge Dry Cleaning
Villages.

Since 1961, coin-operated dry cleaning establishments have

grown both in number and sales because of their appeal to consumers who
wish to save money by dry cleaning their garments themselves.

These

coin-operated firms comprised the most significant development in the
industry after 1961.
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Origin and Scope of Dry Cleaning
in North Dakota
The beginning of the dry cleaning industry in North Dakota is
very vague.

It is believed that the first dry cleaning plants in the

state were established during the late 1890s.

Size of North Dakota Dry Cleaning Plants
The number of persons employed in a dry cleaning plant is a
measure of the relative size of dry cleaning plants.

In 1966, of those

establishments which responded to the survey, thirty-seven (72 per cent)
employed less than five full-time persons.

During the year 1963,

according to the Census of Business, there were seven employees per dry
cleaning firm in the United States.'*'

This indicates that North Dakota

dry cleaning plants in 1966 were smaller than the average dry cleaning
plant in the United States in 1963.

Form of Ownership
In 1966, 77 per cent of the respondent dry cleaners in North
Dakota were organized as sole proprietorships.

That is, they were owned

by a single person who obtained all of the profits of the business and
were liable for the total amount of any losses suffered by the business.
Eleven per cent of the respondent dry cleaners were organized as part
nerships.

A partnership is created when two or more persons agree to

combine their assets, labor, and skill, or some of them, for the purpose
of carrying on a lawful business, with the understanding that the
profits and losses arising from the undertaking will be shared between

■*"U.S., Bureau of Census, Census of Business:
Services, North Dakota, p. 36-6.

1963, Selected
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them.

Eleven per cent of the responding dry cleaners were organized as

corporations.

The corporation, unlike the sole proprietorship or part

nership, is a legal entity, the existence of which is independent of
that of the individual who owns the business.

Summary
The early beginning of dry cleaning is very vague.
dry cleaning plant was established in 1845.

The first

Dry cleaning in the United

States came about as the result of two developments:

(1) the publi

cation of a booklet on French cleaning entitled, The Dyer and Scourer,
by Thomas Love; (2) the practices of dyers and tailors, many of them
having learned their trade in France, England, and other European
countries.

Tire establishment of a national trade association in 1907

contributed greatly to the development of the dry cleaners and indi
viduals contemplating entering this field.

During the late 1940s, the

coin-operated dry cleaning industry came into being.
The beginning of dry cleaning in North Dakota is very vague.

It

is believed that the first dry cleaning plants in the state were estab
lished during the late 1890s.

In 1968, thirty-seven North Dakota re

sponding dry cleaners reported employing less than five full-time per
sons.

That same year, 77 per cent of the respondent dry cleaners in

North Dakota were organized as sole proprietorships.

CHAPTER III

GROSS RECEIPTS AND PERSONAL INCOME

The major objective of this chapter is to measure the economic
success of North Dakota dry cleaners by the evaluation of gross receipts
and personal income.

A successful dry cleaning plant will generally

have relatively high gross receipts when compared with firms in the
same, or related, field.

The owner(s) of a successful dry cleaning

plant will likewise have high personal incomes when compared to owners
of the same, or related, businesses.

Since gross receipts and personal

income are important in evaluating the economic success of a dry clean
ing plant, a more detailed analysis of these two factors will be pre
sented in this chapter.

Gross Receipts
Gross receipts are defined as the total receipts of an indi
vidual or of an organization during a particular time.’'’
The gross receipts of a dry cleaning plant or of any establish
ment is an important factor for measuring not only the economic success
of a firm, but also the size of the firm.

The data in Table 1, page 13,

show the total gross receipts reported by the responding dry cleaners.
Of these dry cleaners, thirty-six reported less than $50,000 in total
gross receipts.

The median gross receipts for 1966 was $27,000.

mean gross receipts of all North Dakota dry cleaners in 1963 was

(Boston:

’'"James Gemmell and Howard Balsley, Principles of Economics
D. C. Heath and Company, 1953), p. 78.
12

The
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TABLE 1

GROSS RECEIPTS OF RESPONDING DRY CLEANERS IN NORTH DAKOTA
Gross Receipts
in Dollars

No. of
Dry Cleaners

Per Cent of
Dry Cleaners

5,000

• •

• •

5,000 - 24,000

23

43

25,000 - 49,999

13

24

50,000 - 74,999

3

6

75,000 - 99,999

3

6

100,000 and over

5

9

Dry cleaners not responding

7

12

54

100

Under

Totals
Med ian:

$32,500.

$27,000

That sane year, the mean gross receipts for all dry cleaning

plants in the United States was $45,300.^

Using mean gross receipts as

a criterion, dry cleaning plants in North Dakota were somewhat smaller
than other dry cleaning plants in the United States in 1963.
The gross receipts of the dry cleaning plants in North Dakota
were obtained from a combination of dry cleaning and supplementary
activities.
All but three of the responding dry cleaners reported that no
less than 95 per cent of their business or total gross receipts came
from consumers and institutional users such as hotels and factories.

^U.S., Bureau of Census, Census of Business: 1963, Selected
Services Laundries, Cleaning Plants, Related Services (Washington, D.C.:
Government Printing Office, 1965), p. 7-5.
2

Ibid., p. 7-1.
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This would indicate that very little wholesale dry cleaning is done by
the typical dry cleaning plant in North Dakota.

Wholesale dry cleaning

refers to the process of cleaning garments for dry cleaners who will
in turn serve the ultimate consumer.
The 1963 Census of Business listed a total of $2,835,000 in
gross receipts for 1963 for eighty-eight North Dakota dry cleaning
plants.

Gross receipts from wholesale operations totaled $118,000.'*'

Table 2, page 15, shows the origin of the gross receipts of the sixtyfour dry cleaners included in the 1963 Census of Business.

Supplementary Services
The number and amount of supplementary services undertaken by
dry cleaning plants is a very important factor contributing to their
total gross receipts.

A majority (94 per cent) of the dry cleaning

plants who responded to the survey performed a number of services in
addition to the cleaning of garments and household fabrics.

The number

of supplementary services performed did not show any definite relation
ship to the size of the dry cleaning plant.
There are many different reasons why dry cleaners offer these
additional services.

Some of the more important reasons are:

(1) to

spread total costs over a larger sales volume; (2) to keep the dry
cleaning equipment and the labor force operating during periods in which
the volume of garment cleaning is negligible; (3) to meet a need for
these additional services in the particular community in which the plant
is located; (4) to retaliate against a business, such as a laundry, that

1Ibid., p. 7-25.
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TABLE 2
SOURCE OF RECEIPTS OF SIXTY-FOUR NORTH DAKOTA DRY CLEANERS3
Source of Receipts

Total Receipts

Cleaning and dyeing,
except rug cleaning

$2,162,000

Wholesale Receipts^5

$108,000

Self-service cleaning work

17,000

• •

Rug cleaning0

11,000

• •

Self-service laundry work

81,000

• •

Family and bachelor
laundry work
Commercial work
Industrial laundry work
Other sources
Totals

184,000

10,000

32,000

• •

4,000

• •

30,000

• •

$2,521,000

$118,000

Calculated from: U.S., Bureau of Census, Census of Business:
1963, Selected Services, Laundries, Cleaning Plants, Related Services
(Washington, D.C.: Government Printing Office, 1965), p. 7-13-25.
^Only six dry cleaners reported wholesale receipts in 1963.

Q

Includes rug cleaning at plant on location.

has added a dry cleaning department; and (5) to increase gross receipts
and net profit.
Table 3, page 16, shows a breakdown of the supplementary
services undertaken by the responding dry cleaners in 1966.

Alterations and Repairs.— Forty-two respondent cleaners offered
an alteration and repair service for which they charged their customers.
Typically, a dry cleaning plant will do some alterations and repair
work free of charge.

Customers of dry cleaning plants which portray a

high-quality image have come to expect minor repair work either free of

16

TABLE 3 •
SUPPLEMENTARY SERVICES OF RESPONDING NORTH DAKOTA DRY CLEANERS IN 1966*
Supplementary Services

No. of Dry Cleaners

Alterations and repairs not free of charge

42

Fabric treatment

18

Family and bachelor laundry work

14

Dyeing

10

Commercial work

9

Rug cleaning

8

Industrial laundry work

8

Storage which is not free of charge

5

Coin-op dry cleaning machines

5

Coin-op washing machines

5

Linen supply rental

2

Leather cleaning

1

Based on 51 respondent dry cleaners.

charge or at a nominal charge.

Many cleaners classify alterations and

repair work, which is not free of charge, as tailoring.

Tailoring also

includes the construction of garments for individual customers.

A

number of North Dakota dry cleaners responding to the survey indicated
that they did some tailoring.

Total gross receipts from alterations and

repairs of North Dakota dry cleaners is not known since these dry
cleaners were not required to report them separately to the Census of
Business.

17

Fabric Treatment.— Fabric treatment refers to the process of
mothproofing, Scotchgarding, and waterproofing.
veyed, eighteen offered this service.
was done free of charge.

Of the cleaners sur

In some instances, mothproofing

Fabric treatment usually requires no addi

tional expenditures by the dry cleaner other than for the chemicals
used; therefore, it is a particularly suitable supplementary service for
a small plant with limited resources.

The total receipts from fabric

treatment operations is not known since the Census of Business did not
require that dry cleaners report these receipts separately from other
cleaning activities.

Family and Bachelor Laundry Work.— Fourteen North Dakota dry
cleaners who responded to the survey reported doing a limited amount of
laundry work for their customers.
the dry cleaning plant.

Most of this laundry work was done at

One dry cleaner offered this service but sent

the garments to be laundered to another cleaner.

The 1963 Census of

Business reported that family and bachelor laundry work accounted for
$184,000 in gross receipts in North Dakota for 1963 (see Table 3, page
16).

Dyeing.— Of the dry cleaners surveyed, ten offered a dyeing
service to their customers.

Originally, dyeing was a part of the regular

activities of a dry cleaning plant.

However, today most dry cleaning

plants do not dye, but rather send the garments to a dry cleaner which
specializes in dyeing.

Commercial Work.— Nine North Dakota dry cleaners who responded
to the survey reported doing commercial work— the picking up and

18

cleaning of articles from hospitals, restaurants, rooming houses, and
other institutions.

Total receipts from commercial work in North Dakota

amounted to $32,000 in 1963 (see Table 3, page 16).

Rug Cleaning.--Eight dry cleaning plants who responded to the
survey reported that they offered a rug cleaning service.
is a highly seasonal business.

Rug cleaning

Most of the rug cleaning is done during

two seasons— spring (April through June) and fall (September and
October).
if:

A dry cleaner will typically provide a rug cleaning service

(1) he has the large amount of required space; (2) his capital is

large enough to permit the financing of the necessary equipment without
endangering the capital structure of his business;

(3) rug cleaning can

be made to fit in with his garment cleaning business; or (4) he has the
ability to sell the rug cleaning service.^

Table 2, page 15, shows that

rug cleaning by North Dakota dry cleaners accounted for $11,000 in total
receipts in 1963.

Industrial Laundry Work.— Industrial laundry work refers to the
supplying of laundered work clothes, wiping towels, and other selected
items to factories, garages, newspapers, and similar users of such
items.

These work clothes and wiping towels may be either owned by the

dry cleaner and supplied on a rental basis, or they may be owned by the
customer.

Eight North Dakota dry cleaners who responded to the survey

reported offering this service.

Total receipts from industrial laundry

work in North Dakota amounted to $4,000 in 1963 (see Table 2, page 15).

^U.S., Department of Commerce, Establishing and Operating a Dry
Cleaning Business, p . 1.

19

Storage.— Five respondent dry cleaners offered a storage service
for which they charged their customers.

A total of thirteen dry clean

ers offered free storage to their customers.

The total receipts from

storage is not known since the Census of Business did not require that
dry cleaners report these receipts separately from cleaning activities.

Coin-operated Dry Cleaning Machines.— Although only five dry
cleaners in North Dakota who responded to the survey indicated that they
provided coin-operated dry cleaning machines for customer use, this
service is increasing in importance to dry cleaners.

In 1963, self-

service cleaning work in North Dakota totaled $17,000 (see Table 2, page
15).

Coin-operated Washing Machines.— Four North Dakota dry cleaners
responding to the survey reported that they provided coin-operated
washing machines for customer use.

The 1963 Census of Business indi

cated that coin-operated washing machines in North Dakota accounted for
$81,000 in total receipts (see Table 2, page 15).

Other Supplementary Services.— Other supplementary services
offered by the responding dry cleaners included leather cleaning and a
linen supply rental.

Two dry cleaners who responded to the survey re

ported that they offered a linen supply rental while one offered a
leather cleaning service to the customer.

Personal Income
The personal income of the owners of dry cleaning plants and
their employees' wages constitute another criterion for measuring the
economic status of dry cleaning establishments.

The personal income of
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the owners of the dry cleaning plants is equal to their plant's gross
receipts minus operating expenses.

As reported by the 1963 Census of

Business, the mean income of single proprietors of North Dakota dry
cleaning firms classified as cleaning and dyeing plants, except rug
cleaning, was $4,333.'*
In North Dakota during the work week ending November 15, 1963,
469 dry cleaning employees received total wages of $22,752.

2

Eighty-

two dry cleaning firms in North Dakota in 1963 reported total wages of
$1,081,000 for the entire year.

Summary
In 1966, thirty-six responding dry cleaners reported less than
$50,000 in total receipts.
$27,000.

The median gross receipts that year was

The gross receipts of the responding dry cleaners consisted of

dry cleaning activities plus several supplementary activities such as
alterations and repairs, fabric treatment, family and bachelor laundry
work, dyeing, commercial work, rug cleaning, industrial laundry work,
coin-operated dry cleaning and washing machines, linen supply rental,
and leather cleaning.
The mean income of single proprietors of North Dakota dry
cleaning firms in 1963 was $4,333.

Total wages paid by eighty-two dry

cleaning firms that year was $1,081,000.

^U.S., Bureau of Census, Census of Business:
Services, North Dakota, p. 36-6.
2

1963, Selected

U.S., Bureau of Census, Census of Business: 1963, Selected
Services, Laundries, Cleaning Plants, Related Services, p. 7-5.
3Ibid.

CHAPTER IV

PRICE, PROMOTION, CREDIT AND DELIVERY

The major objective of this chapter is to describe and analyze
the marketing practices of pricing, promotion, credit, and delivery by
North Dakota dry cleaning establishments.

The data in this chapter were

taken largely from the survey of the North Dakota dry cleaners.

Pricing
The price of a product or service is a major determinant of the
market demand for that product or service.

Price affects the dry

cleaner's competitive position and indirectly the share of the market
reached by a dry cleaning plant.

Price is also an important factor

affecting the market segment that is reached by a dry cleaning plant.
As a result, price has a considerable bearing on a dry cleaner's gross
receipts and net profit.
The profits a dry cleaner can expect to make depend, in part,
on his skill in pricing the work to be done in his plant.

If the prices

on work are set too high, the amount of business received may not be
sufficient to permit the dry cleaner to continue operating his plant.
On the other hand, if prices on dry cleaning work are set too low, the
income realized may not be sufficient to cover the total costs incurred.
The optimum price the dry cleaner charges for his services is between
these two extremes and will be influenced by the conditions under which
the plant operates.

The important factors which influence dry cleaning
21
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prices are costs of production, competition, and the nature of demand
for dry cleaning services.
Dry cleaners consider it highly desirable to draw up a schedule
of prices to be charged for the more common garments to be cleaned.'*'
The purpose of this schedule of prices is twofold:

(1) to insure uni

form charges for all similar articles: and (2) to reduce to a minimum
the number of situations in which prices must be based on personal
judgment.

The pricing schedules are typically related to a base or

standard.

The standard usually consists of a plain dress or a three-

piece business suit.

2

The base price charged for this garment depends

on the size of the plant, competition, the demand for cleaning, number
of services offered by the plant, and the total costs incurred in clean
ing.

The prices charged for other cleaning work are then based upon

this standard, with the exception of the prices of some garments which
call for special attention and extra work.

This special work is priced

according to the judgment of the manager or owner.

Thus, the entire

pricing process of a dry cleaning firm involves two problems:

(1) deter

mination of a base class or standard; and (2) establishment of prices
for cleaning work other than the base class.
Thirty (55 per cent) North Dakota dry cleaners who responded to
the questionnaire indicated that their prices were established by a
common agreement among the dry cleaners in each respondent dry cleaner's
community.

The dry cleaners in these communities got together and

determined what garment represented the base or standard garment and

■*“U.S., Department of Commerce, Establishing and Operating a Dry
Cleaning Business, p. 135.
?

Ibid.
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then the price for cleaning that garment.

One dry cleaner in a large

city in North Dakota reported that the dry cleaners in that city had
formed a local trade association which established the prices to be
charged by member dry cleaners.
Respondent dry cleaning firms which were the sole cleaning
establishment in their particular community reported that their prices
were based on a combination of judgment and a certain margin above the
costs of production.

P romo tion
The promotional practices of dry cleaners as used in this study
refers to those practices of personal selling, advertising, and sales
promotion.

These three activities, when combined, are commonly referred

to as a firm's promotional mix.

Personal Selling
The American Marketing Association defines personal selling as
"oral presentation in a conversation with one or more prospective pur
chasers for the purpose of making sales."'*'
Only three (6 per cent) dry cleaners responding to the survey
disclosed that their dry cleaning plant employed salesmen for the pri
mary purpose of soliciting business for the plant.

However, this fact

understates the true importance of the personal selling function in the
dry cleaning industry.

The call office personnel, route men while on

delivery, and other persons employed in the plant who recommend their
dry cleaning plant's services to customers also perform the selling

^The Committee on Definitions of the American Marketing Asso
ciation, Marketing Definitions, p. 18.
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function.

Of these employees, perhaps the most important promoters of

dry cleaning services are the call office personnel.

The call office

personnel are the employees who work in the section of the dry cleaning
plant which is used for waiting on the customers.

Advertising
Advertising is defined by the American Marketing Association as
"any paid form of non-personal presentation and promotion of ideas,
goods, or services by an identified sponsor.""*"
Fifty-one (95 per cent) dry cleaners in North Dakota who re
sponded to the questionnaire advertised in 1966.
cleaners who advertised did so in only one medium.

Fifteen of those dry
Thirty-six dry

cleaners advertised in two or more media while twenty-seven dry cleaning
plants advertised in three or more media.
Only twenty (40 per cent) of the dry cleaners who advertised in
1966 reported the amount spent on advertising as a per cent of sales.
Of those dry cleaners who reported the amount spent on advertising, the
amount ranged from 1 to 10 per cent of their sales volume.
The types of media used by respondent dry cleaners in North
Dakota consisted of newspapers, specialties, directories, radio, tele
vision, outdoor advertising, direct mail, and motion pictures.

Newspapers.— Newspapers were reported as the most widely used
medium of advertising by respondent dry cleaners.

Forty-six (90 per

cent) of the respondent dry cleaners who advertised in 1966 advertised
in newspapers.

Twenty-five of those dry cleaners reported spending

~*"Ibid., p . 9.
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more money on newspaper advertising than on any other medium.

The popu

larity of the newspaper as an advertising medium was probably due pri
marily to the fact that the newspaper offered dry cleaners a method of
reaching more prospective customers at a lower cost per contact than any
other medium.

The popularity of the newspaper to North Dakota dry clean

ers might have also been due to the creative services offered to the dry
cleaners.

The advertising department of many newspapers provided assist

ance to dry cleaners and other local advertisers in planning the layout
of ads, writing copy, and supplying standard cuts for illustrations.

Specialties.— Specialty advertising consists of calendars, ash
trays, cigarette lighters, key chains, and other selected articles that
are imprinted with the advertiser's name, address and/or sales message.
Twenty-five (49 per cent) responding dry cleaners who advertised in 1966
spent money on specialty advertising.

The popularity of advertising

specialties for North Dakota dry cleaners was probably due to its rea
sonable cost and good will value.
specialties are:

Some of the advantages of advertising

(1) they are useful items of value given without obli

gation to buy on the part of the customer or person receiving the spe
cialty;

(2) they have lasting value and repeat advertising exposure and

impact without repeat cost: (3) they can achieve preferred position since
they can be placed permanently in places such as purses, pockets, office
walls, and in the homes of consumers; and (4) they provide continuous
exposure to the gift, as the gift is kept and used.

Directories.— Twenty-five (49 per cent) of those responding dry
cleaners who advertised in 1966 reported advertising in such directories
as the telephone directory.

A primary reason why dry cleaners used such
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directories as the telephone directory was the opportunity provided for
the dry cleaners to call special attention to their service at a time
when prospective customers searched for such a service.

The popularity

of directories as an advertising medium could have also been due to the
long life of these directories.

In other words, a directory is usually

picked up and used a number of times and is kept for a definite time
period (usually one year for the telephone directory).

Radio.— Twenty-two (43 per cent) of the respondent dry cleaners
who advertised reported spending money on radio advertising.

Most of

these dry cleaners utilized the radio as a supplement to other media.
For these dry cleaners, the radio was useful in evoking the messages
implanted by other media used by the. dry cleaners.

The radio offered

the dry cleaner a tremendous advantage in its flexibility of timing.

In

other words, the dry cleaner could run as many commercials in an area or
during a period of time as he believed desirable.

Television.— Seven (14 per cent) of the dry cleaners who adver
tised in 1966 reported expenditures on television.

Advertising on tele

vision offered many advantages to the dry cleaner including visual
appeal, flexibility of market coverage, and flexibility of timing.

A

major reason why more dry cleaners did not use television as an adver
tising medium was its high cost.

Outdoor Advertising.— Outdoor advertising consists of advertising
through the use of billboards and signs.

Seven (14 per cent) dry

cleaners who advertised in 1966 reported spending money on outdoor
advertising.

Outdoor advertising was typically employed by those dry

cleaners who were located in larger cities where the traffic which
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passed the billboards and signs was high enough to warrant such ex
penditures.

The reasons why more dry cleaners did not use outdoor

advertising were the high cost of the medium and its inability to fur
nish more than a minimal amount of information.

Direct Mail.— Direct mail advertising consists of any adver
tising sent by mail to consumers such as cards, letters, folders, and
booklets.

Five responding dry cleaners who advertised in 1966 reported

using direct mail for the purpose of promoting their dry cleaning
service.

These dry cleaners probably employed direct mail because of

its personal appeal and low cost.

Direct mail is a low-cost advertising

medium when the number of people receiving direct mail advertising is
low.

Most of the respondent dry cleaners who used direct mail were

located in small towns and villages.

Motion Pictures.— Five (10 per cent) of the respondent dry
cleaners reported the use of motion pictures for advertising dry clean
ing services.

One dry cleaner reported spending more money on motion

picture advertising than on any other medium.

A major reason why dry

cleaners advertised in motion pictures was to supplement the other media
used, thus obtaining greater exposure to the dry cleaner's services.

Advertising Budget
The owner of a dry cleaning plant is usually in charge of adver
tising and the advertising budget in North Dakota dry cleaning estab
lishments.

The survey revealed that this person in charge used no

definite formula to determine how much he should spend on advertising.
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The fifty-four respondent dry cleaners indicated that no other
firm compensated them for a portion of their advertising expenditures.
In other words, no cooperative advertising was done.

Sales Promotion
The American Marketing Association defines sales promotion as
those marketing activities, other than personal selling, adver
tising, and publicity, that stimulate consumer purchasing and
dealer effectiveness, such as displays, shows and expositions,
demonstrations, and various nonrecurrent efforts not in the
ordinary routine.1
The typical dry cleaning plant employs a number of sales promotional
activities such as window displays and point-of-purchase displays of
show cards emphasizing the different services of the dry cleaner.

Credit
Credit is defined as the power to obtain goods or services in
return for a promise to pay.

The acceptance of customer credit by dry-

cleaners has been a common practice of the industry for many years.
Fifty-two (96 per cent) of the respondent North Dakota dry cleaners
indicated they offered credit terms to their customers.

Twenty-one

(40 per cent) of those respondents who accepted credit did 50 per cent
or more of their business on a credit basis.

An additional twelve

cleaning firms (23 per cent) who offered credit did at least 25 per cent
of their business on a credit basis.
Credit is an aid to promotion in that it induces patronage of a
.particular dry cleaner by the consumer.

Moreover, the acceptance of

The Committee on Definitions of the American Marketing Asso
ciation, Marketing Definitions, p. 20.
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credit is a factor which contributes to the full-service dry cleaner's
ability to compete with self-service, or cash and carry, dry cleaners.

Pickup and Delivery
A pickup service refers to a service offered by the dry cleaner
involving the acquiring of garments for cleaning from customers at their
residence or place of business.

A delivery service refers to the re

turning of already cleaned garments to the customer.

Thirty-six (67 per

cent) responding dry cleaners indicated that they offered a pickup
service while thirty-eight (70 per cent) dry cleaners reported offering
a delivery service.

Two dry cleaners reported offering a delivery

service but no pickup service.

All of the cleaners who offered these

two services indicated that they did not charge the customer for these
services.

The credit customers of a dry cleaner are often the customers

who take advantage of the cleaner's pickup and delivery services.

Most

of the dry cleaners who offered credit also reported having a pickup
and delivery service.
Pickup and delivery services, like credit, are factors which
contribute to the full-service dry cleaner's success in the dry cleaning
industry.

Summary
Although only thirty dry cleaners who responded to the question
naire indicated that their prices were established by a common agreement
among the dry cleaners in their community, a general agreement appears
to be the typical way prices of dry cleaning services in North Dakota
were determined.

The prices reached by the general agreement were based
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on a number of factors including costs of' production, competition, and
the nature of demand for the dry cleaning services.
The promotional practices of the responding dry cleaners can be
divided into three parts:
(3) sales promotion.
1966.

(1) personal selling; (2) advertising; and

Fifty-one dry cleaners reported advertising in

The types of media used by responding dry cleaners included

newspapers, specialties, directories, radio, television, outdoor adver
tising, direct mail, and motion pictures.

Newspapers were reported as

the most widely used method of advertising by North Dakota dry cleaners.
Fifty-two dry cleaners reported that they offer credit terms to
their customers.

Of the dry cleaners offering credit, thirty-six re

ported offering a pickup service and thirty-eight a delivery service.

CHAPTER V

CONSUMER PATRONAGE MOTIVES

The major objective of this chapter is to describe and analyze
the reasons why consumers patronize one dry cleaning plant rather than
another.

Forty-nine (96 per cent) of those North Dakota dry cleaners

who responded to the survey indicated that most of their gross receipts
were derived from repeat customers, that is, customers who patronized
one dry cleaning plant continuously.
A study conducted by the National Family Opinion, Inc., for the
National Institute of Dry Cleaning revealed that 60 per cent of the
responding families who had clothes dry cleaned, patronized a single dry
cleaner.

The common reasons given by the remaining families for pa

tronizing more than one dry cleaner were:

(1) searching for quality

cleaning; (2) shopping around for lower prices; (3) the desire for
faster cleaning service; (4) the need for more convenience; and (5) the
desire for more courteous personnel.'*'

The importance placed upon return

patronage indicates that a dry cleaning plant owner ought to be a
practitioner of sound customer relations.

Patronage Motives:

Dry Cleaner’s Point of View

Table 4, page 32, shows the factors North Dakota dry cleaners
believed were important in obtaining continued patronage.

"'‘National Institute of Drycleaning, The Consumer Speaks (Silver
Springs, Maryland: National Institute of Drycleaning, 1955), p. 9.
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TABLE 4 '

PATRONAGE MOTIVES:

DRY CLEANER’S POINT OF VIEW
No. of
Dry Cleaners

Per Cent of
Dry Cleaners

Quality of Work

51

95

Courtesy of Personnel

32

59

Fast Service

30

56

Services Offered

30

56

Convenient Location

25

46

Prices Charged

13

24

Plant Image

12

22

Patronage Motives

Quality of Work
A majority (95 per cent) of the responding North Dakota dry
cleaners indicated that the quality of the xrork performed by a dry
cleaning plant had an important effect on return patronage.

(The

quality of work performed refers not only to the actual cleaning process,
but also to the finishing and assembling of garments).

The caliber of

xtfork done by a dry cleaning plant is perhaps the most important factor
contributing to a dry cleaning plant's image as a "quality" dry clean
ing plant.

Members of the dry cleaning industry believe that the amount

of business a dry cleaning plant receives and holds depends in the final
analysis on the quality of work.'*'

‘*‘U.S., Department of Commerce, Establishing and Operating a Dry
Cleaning Business, p. 28.

33

Courtesy of Personnel
A second factor which many (59 per cent) of the responding North
Dakota dry cleaners indicated as important to continued patronage was
courteous personnel.

The personnel referred to here consists mainly of

the call office personnel and persons employed by the plant for the
pickup and delivery service.

The personnel employed by a dry cleaning

plant is a very important factor which distinguishes the full-service
dry cleaning plant from the self-service dry cleaning plant.

(A self-

service dry cleaning plant typically has no employees who are employed
principally to wait on customers).

Fast Service
Thirty (56 per cent) responding North Dakota dry cleaners indi
cated that fast service is an important factor which influences return
patronage.

(Fast service refers here to the promptness of a dry clean

ing plant's performance of cleaning, dyeing, alterations, and pressing).
Customers who bring cleaning work to a dry cleaning plant will sometimes
expect fast service.

Many times garments are brought to the dry cleaner

in an emergency, thus requiring the dry cleaner to clean those garments
immediately.

The growth of the coin-operated dry cleaning industry has

been largely the result of this industry's offering the customer a
method of cleaning which is faster than that which is offered by the
typical full-service dry cleaning plant.

Services Offered
A fourth factor which many (56 per cent) responding North Dakota
dry cleaners indicated as important to conti.nued patronage was the
services offered.

These services include credit, pickup and delivery,
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tailoring, mothproofing, and other auxiliary services.

Many of the

North Dakota dry cleaners responding to the survey reported offering
some or all of these services.

Convenience of Location
A convenient location was indicated by twenty-five (46 per cent)
of the responding dry cleaners as an important factor which influences
continued patronage.

Some dry cleaners consider location such an impor

tant factor in their success that they prefer to pay a relatively large
rental to obtain desirable sites, even if this means that they must
economize on advertising and sales promotion.

Prices Charged
Few of the responding North Dakota dry cleaners indicated that
the prices charged for dry cleaning services was an important factor
influencing return patronage.

In the study conducted by the National

Family Opinion, 90 per cent of the respondents believed that dry clean
ing prices were fair.

Most (98 per cent) of the responding families

indicated that they would not be willing to pay more money to get better
work than they got then, and 61 per cent of the families indicated that
they would not accept lower quality of work if the prices were less than
they were.

Only 4 per cent of the respondents indicated that they pa

tronized one dry cleaner exclusively because of the prices that dry
cleaner charged.

Plant Image
Twelve (22 per cent) of the responding North Dakota dry cleaners
indicated that the image of a dry cleaning plant was a factor which
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influenced continued patronage.

The image a dry cleaning plant conveys

to the public depends upon a number of considerations such as:
quality of work performed by the dry cleaning plant;

(1) the

(2) the number of

services offered and overall efficiency of the plant; (3) the person
alities of the personnel employed, especially those working in the call
office and those employed for pickup and delivery work; and (4) the
prices charged.

These important factors have been separately considered

in this chapter.

Patronage Motives:

Consumer's Point of View

The data used in this section were taken largely from a study
conducted by Ernest Dichter for the National Institute of Drycleaning.
As indicated by the Dichter study, the average person is in
capable of being rational about dry cleaning.

The findings of the study

suggested that a dry cleaner cannot depend solely upon quality wTork and
reasonable prices.

Success hinges basically on the ability of the dry

cleaner to meet the emotional needs of present and prospective
cus tomers.^
The study discovered that the consumer has many irrational fears
and resistances concerning dry cleaning.
sistances include:

Some of these fears and re

(1) the fact that dry cleaning is hard on clothes

and tends to wear them out; (2) the fear that cleaning takes the life
out of fabrics; (3) the fear that there is a smell that sometimes lin
gers on cleaned garments.

The study also revealed that the consumer

has many misconceptions related to the dry cleaning process.

’'"Institute for Motivational Research, Inc. , How the Consumer
Really Feels About Drycleaning (Silver Springs, Md.: National Institute
of Drycleaning, 1957), pp. 5-20.
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The majority of pe.ople— including most of those who have fears
and resistances to dry cleaning— also have positive feelings about dry
cleaning.

The most popular positive feelings discovered in the study

were that:

(1) dry cleaning protects clothing;

(2) clothing looks

better when dry cleaned. ^

Summary
Return patronage is an important asset to dry cleaners in North
Dakota.

Respondent dry cleaners considered a number of factors as

important to influencing return patronage:
(2) courteous personnel; (3) fast service;

(1) quality of work;
(4) offering many services;

(5) convenience of location; (6) prices charged; and (7) the plant
image.
A study conducted by Ernest Dichter disclosed that the consumer
has some fears and misconceptions about dry cleaning.

The consumer is

emotional rather than rational in his attitude toward dry cleaning.

1Ibid.

CHAPTER VI

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

Introduction
The purpose of this study was to describe and analyze the mar
keting practices of selected full-service dry cleaning plants in North
Dakota.

The scope of this study was confined to the marketing practices

of fifty-four dry cleaning firms which belonged to the North Dakota
Association of Dry Cleaners and Laundrymen, a state trade association
for dry cleaners and laundrymen.

Most of the data used in this study

was obtained from mail questionnaires sent to those responding dry
cleaners.

History of Dry Cleaning
The early history of dry cleaning and the dry cleaning industry
is vague.

Legend has it that dry cleaning was discovered when a lamp

containing camphene was upset on a soiled scarf.
rated, the scarf was clean.
established in Paris, France.

When the liquid evapo

In 1845, the first dry cleaning plant was
Other dry cleaning plants were estab

lished in Germany, England, and Russia.
Dry cleaning in the United States originated in the late 1800s
as the result of two important developments:

(1) the publication of

The Dyer and Scourer, a booklet on French cleaning, written by Thomas
Love;

(2) the experiences of dyers and tailors, many of them having

learned their trade in France, England, and other European countries.
37
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Most of the early dry cleaning establishments were located along the
eastern coast.
The dry cleaning industry grew very slowly until World War I.
In 1904, there were approximately 100 plants in the United States.

In

1907, the National Association of Dyers and Cleaners, a national trade
association for dry cleaners, was established at Silver Springs,
Maryland.

This association contributed greatly to the growth of the dry

cleaning industry in the United States with its publications, con
ventions, and educational services.

From World War I to the beginning

of the depression of the 1930s, the dry cleaning industry grew substan
tially.
During the depression of the 1930s, the number of dry cleaning
establishments declined.

In this same period, a number of chain dry

cleaning organizations were introduced into the dry cleaning industry.
In the late 1940s, the coin-operated dry cleaning industry began to
grow substantially.

The growth of the coin-operated segment of the

industry brought increased competition into dry cleaning and forced
full-service dry cleaners to upgrade their services.
The history of dry cleaning in North Dakota is vague.

The first

dry cleaning plants in the state are believed to have been established
during the late 1890s; thus, dry cleaning in North Dakota is a rela
tively long-established industry.

The mean number of persons employed

in a North Dakota dry cleaning plant is less than the number of persons
employed in the typical dry cleaning plant in the United States.
Another factor which supports this conclusion is that the mean gross
receipts of North Dakota dry cleaners in 1963 ($32,500) were less than
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the mean gross receipts of all dry cleaning plants in the United States
that year ($45,300).

Survey of North Dakota Dry Cleaners
Gross Receipts and Personal Income
Thirty-six North Dakota dry cleaners reported obtaining less
than $50,000 in total gross receipts in 1966.

Five respondent dry

cleaners reported acquiring gross receipts of $100,000 or more.

The

median gross receipts of respondent dry cleaners in 1966 was $27,000.
The gross receipts of dry cleaning plants in North Dakota resulted from
a combination of dry cleaning and supplemental activities such as
alterations and repairs, fabric treatment, family and bachelor laundry
work, dyeing, commercial work, rug cleaning, industrial laundry work,
coin-operated dry cleaning and washing machines, linen supply rental,
and leather cleaning.

The reasons why dry cleaning plants offered

services other than the cleaning of garments included:

(1) the realized

ability to spread total costs over a larger sales volume; (2) the
ability to keep the dry cleaning equipment and the labor force operating
during periods in which the volume of garment cleaning is negligible;
(3) the necessity of meeting a need for these additional services in the
particular community in which the plant is located; (4) retaliating
against a business, such as a laundry, that has added a dry cleaning
department; and (5) increasing gross receipts and net profit.

The

importance placed upon supplementary services by respondent dry cleaners
indicates that full-service dry cleaners should offer most or all of
these services.
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The mean income of single proprietors of North Dakota dry
cleaning firms in 1963 was $4,333.

Total wages paid by eighty-two dry

cleaning firms in the same year was $1,081,000.

Price, Promotion, Credit, and Delivery
Although only thirty responding North Dakota dry cleaners indi
cated that their dry cleaning rates were established by a common agree
ment among the dry cleaning firms in each respondent dry cleaner's
community, a general agreement appears to be the typical way prices of
dry cleaning services in North Dakota are determined.

Dry cleaning

firms which represented the sole cleaning establishment in a particular
community reported that their rates for dry cleaning were based on a
combination of judgment and a certain margin above their costs of
production.
The promotional practices of a dry cleaning plant are divided
into three parts:
promotion.

(1) personal selling; (2) advertising; and (3) sales

Three respondent dry cleaners disclosed that their dry

cleaning plants employed salesmen for the primary purpose of soliciting
business for these plants.

This would indicate that dry cleaning plants

in North Dakota do not as a rule employ salesmen for the purpose of
soliciting business for their plants.
Fifty-one dry cleaners reported spending money on advertising
in 1966.

Twenty of these dry cleaners reported spending from 1 to 10

per cent of their gross sales on advertising.

The types of media used

by respondent dry cleaners consisted of newspapers, specialties, direc
tories, radio, television, outdoor advertising, direct mail, and motion
pictures.

Newspapers were the most widely used medium of advertising
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by respondent dry cleaners.

The fact that 67 per cent of the responding

dry cleaners advertised in two or more media is an indication that North
Dakota dry cleaners prefer to use a combination of media in promoting
their dry cleaning services.
The owners of a dry cleaning plant usually determined the kind
of advertising and size of advertising budget.

Since most dry cleaners

used no certain formulae in determining how much to speiad on advertising,
advertising revenue was on an inconsistent basis from month to month and
year to year.
Fifty-two responding North Dakota dry cleaners reported offering
credit terms to their customers.

Thirty-six dry cleaners indicated that

they offered a pickup service, and thirty eight cleaners reported
offering a delivery service.

These services aid full-service dry

cleaners in their competitive struggle with coin-operated dry cleaning
establishments.

Consumer Patronage Motives
Forty-nine North Dakota dry cleaners indicated that most of
their gross receipts were derived from repeat customers.

North Dakota

dry cleaners considered the following factors as important to return
patronage:

(1) quality of work; (2) courteous personnel; (3) fast

service; (4) offering of many services; (5) convenience of location;
(5) prices charged; and (7) the plant image.

The importance placed on

return patronage factors by responding dry cleaners indicates that a dry
cleaner must execute these factors in order to build an established
clientele.
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A study conducted by Ernest Dichter revealed that the consumer
has some fears and misconceptions about dry cleaning.
fears and resistances include:

Some of these

(1) dry cleaning is hard on clothes and

tends to wear them out; (2) the fear that cleaning takes the life out of
fabrics; (3) the fear that there is a smell that sometimes lingers on
cleaned garments.

The study disclosed that the majority of people—

including most of those who have fears and resistances to dry cleaning—
also have positive feelings about dry cleaning.
tive feelings discovered in the study were that:
tects clothing;

The most popular posi
(1) dry cleaning pro

(2) clothing looks better when dry cleaned.

The Dichter

study also revealed that the consumer is emotional rather than rational
in his attitude toward dry cleaning.

Recommendat ions
An evaluation of the dry cleaning industry in North Dakota in
dicates that the full-service dry cleaner's operations and business
practices seem to be generally adequate.
However, on the basis of the survey, the following recommen
dations are offered:

(1) dry cleaners should determine at the begin

ning of each year how much money should be allocated to advertising.
This amount should be based on past sales, present economic conditions,
and future expectations.

This would serve to increase the effectiveness

of advertising in this industry, thus reducing a major kind of present
inefficiency; (2) from the standpoint of the consumer, rates for dry
cleaning should not be determined by a common agreement among the dry
cleaners but, rather, the state trade association should determine the
rates that are equitable for both the dry cleaner and the consumer.

A P P E N D I C E S

APPENDIX A

2617-5th Avenue North
Grand Forks, North Dakota
May 1, 1967

Dear Sir:
What are the common business practices among dry cleaners in
North Dakota?
A study of this nature has never been undertaken by a marketing
student at the University of North Dakota and therefore, I have
selected this study for my thesis.
The enclosed questionnaire will take only a few minutes of your
time to fill out. This information will be used in conjunction with
my study and will be held confidential. No names will be mentioned
in this study.
I would appreciate it if you would complete the questionnaire
and mail it to me in the enclosed self-addressed stamped envelope
by May 13.
Your assistance on this project is sincerely appreciated.
Cordially yours,

Marland R. Lee
Enclosures
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SURVEY OF DRY CLEANING PLANTS
1.

In what year was your dry cleaning plant established? ___________
(Please check here if Don't know)

2.

Which one of the following forms of ownership best describes your
plant's form of ownership?
____________
________ _
____________
____________

Single Proprietorship
Partnership
Corporation
Other (Please describe)

3.

How many'persons were employed in your plant last year
Full Time (40 hours)?
Part T i m e ___________ _

4.

Do you offer free storage to customers who patronize your plant?
Yes
No

5.

Do you have a pick-up service which picks up garments from the
consumer and brings them to the plant for cleaning?
_____
Yes
___________ No
A.

6.

If yes, is there an additional charge to the customer for
this service? ____________

Do you have a delivery service which delivers garments to the
consumer?
A.

If yes, is there an additional charge to the customer for
this service? ____________

7.

How many pickup and/or delivery trucks did you operate in 1966?

8.

How many branch offices, separate from your plant, did you operate
in 1966? ____________
A.

How many of these do laundry and/or dry cleaning on the
premises? ____________
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B.

9.

Are any of these branch offices coin-operated?

Yes
No

What percent of your business, do you estimate, comes from the
following users of your service?
%
_______%

Consumers or users such as homes, individuals, hotels,
factories, etc.
Other laundries, press shops, and cleaners who will in
turn deal with direct users.

10.

What percent of your business, do you estimate, comes from:
Customers who pay cash? _______%
Customers who pay by credit? ______ _%
(Please check here if Don't Know) _______

11.

In your opinion, what factors do you consider were important in
the establishment of your dry cleaning plant(s) in North Dakota?
(Please check the _3 most important reasons only)

12.

(

)

Experience in dry cleaning operations

(

)

Adequate capital or credit

(

)

Knowledge of dry cleaning operations

(

)

Good location

(

)

Knowledge of marketing such as determining customer needs,
pricing, and promotional activities

(

)

Assurance of an initial guaranteed sales volume

(

)

Other (Please describe) ___

(

)

Other (Please describe) ________________ _____

(

)

Don't Know

__

____

There are various reasons why people patronize one dry cleaner's
plant rather than another. Would you please check the more
important reasons why your customers prefer your services rather
than those of competitors?
(

)

Quality of work

(

)

Prices charged

(

)

Convenience of location

(

)

Services offered— delivery, credit, etc.

(

)

Plant image
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(

)

Fast service

(

)

Courtesy of personnel

(

)

Only service available in community

(

)

Other (Please describe) ___________________________________

(

)

Other (Please describe) ___________________________________

(

)

Don't Know

13.

What percent of your business, do you estimate, comes from steady
or repeat customers who patronize your plant?
%
(Check here if Don't Know) ____________

14.

What percent of your entire business, do you estimate, comes from
the following activities?
______ %

Cleaning except rug cleaning

_______ %

Dyeing

_______ %

Rug cleaning

_______ %

Commercial work (Hospitals, restaurants, rooming
houses, etc.)

%

Industrial laundry work (Factories, garages, etc.)

%

Family and bachelor laundry work

_______ %

Storage which is not free of charge

_______ %

Alterations and repairs which are not free of charge

_______ %

Fabric treatment (Waterproofing, mothproofing, etc.)
which is not free

_______ %

Coin-operated dry cleaning machines

%
_______ %
%
15.

Coin-operated washing machines
Other (Please describe)_______________________________
Other (Please describe) ____________ _________ _

How do you determine the procedure for pricing in your firm?
(Please check the method or methods used)
(

)

Person in charge of pricing uses his own judgment

(

)

Cost of labor plus a certain percentage for profit
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(

)

The price is established

(

)

Match competitor's prices

(

)

Other (Please describe)

A.

16.

If the price is established, who established it?

Do you employ salesmen for the sole purpose of soliciting business
from new and present customers? _ _ _ _ _
Yes
No
A.

Are you planning on employing any salesmen for this purpose
in 1968?
_____

17.

_____ Y e s _____________ No

Do you a d v e r t i s e ? ___________ Yes

No

A.

If yes, approximately what percent of dollar sales?

B.

If yes, in which of the following media did you spend money
in 1966?
(Please check each media used in 1966)

%

_______ Newspapers
_ _ _ _ _ _ Magazines
_______ Television
______ Direct Mail
_______ Rad io
_____
Outdoor (Billboards, signs, etc.)
_______ Motion pictures
_______ Novelties (Calendars, blotters, pens, etc.)
_ _ _ _ _ Directories (Yellow pages of telephone directory,
etc. )
_______ Other (Please describe)
_______ Other (Please describe) ____
_____________________
C.

D.

Which of the above media did you spend the most money in?

Who is in charge of determining how much money will be spent
on advertising in your plant?
_______
_____
________

Owner
Manager
Other (Please indicate who)

________
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E.

How does the person in charge of the advertising budget in
your plant determine how much money will be spent on
advertising? (Please check the method or methods used)
_______
_______
_______
_______
_______

F.

A certain percentage of last years sales is used
A certain percentage of estimated sales for the
coming year is used
Follow your competitor
No certain method is used
Other (Please describe)
______

Does anyone share the advertising expense with you?
Yes

No

If Yes, please indicate who:

What was your dollar sales volume in 1966?
appropriate range below)
$

0,000
5,000
10,000
15,000
20,000
25,000
30,000
35,000
40,000
45,000

-

4,999
9,999
14,999
19,999
24,999
29,999
34,999
39,999
44,999
49,999

(Please check the

$

50,000
55,000
60,000
65,000
70,000
75,000
80,000
85,000
90,000
95,000
100,000 -

THANK YOU FOR YOUR COOPERATION

—

-

-

-

-

54,999
59,999
64,999
69,999
74,999
79,999
84,999
89,999
94,999
99,999
and over

APPENDIX B

2617 - 5th Avenue North
Grand Forks, North Dakota
May 12, 1967

Dear Sir:
On May 1, I mailed you a questionnaire regarding the common
business practices of dry cleaners in North Dakota. The purpose of
this questionnaire is to obtain information for a research study I am
conducting at the University of North Dakota. The returns have been
encouraging so far, but to my knowledge, I have not as yet received
your reply.
I have enclosed another questionnaire since I am very interested
in your views.
If you have already replied to my original letter,
please ignore this request.
Cordially yours,

Marland R. Lee
Enclosures
P.S.

Your prompt reply will be appreciated.
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